Awareness and Attitudes of Employees towards Islamic Banking Products in Bahrain  by Buchari, Imam et al.
 Procedia Economics and Finance  30 ( 2015 )  68 – 78 
2212-5671 © 2015 The Authors. Published by Elsevier B.V. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
Peer-review under responsibility of IISES-International Institute for Social and Economics Sciences.
doi: 10.1016/S2212-5671(15)01256-3 
ScienceDirect
Available online at www.sciencedirect.com
3rd Economics & Finance Conference, Rome, Italy, April 14-17, 2015 and 4th Economics & 
Finance Conference, London, UK, August 25-28, 2015 
Awareness and attitudes of employees towards islamic banking 
products in Bahrain 
Imam Buchari a, Ahmad Rafiki b, Mahmood Abdullah Hadi Al Qassabc 
a Faculty of Business Administration, University College of Bahrain, Bahrain 
b International Investment Bank, 37th Floor, Almoayyed Tower Al Seef District P.O. Box 11616, Manama, Bahrain 
Abstract 
This study aims to analyze the employees’ awareness and attitudes towards the Islamic banking products. Each of the contructs; 
awareness and attitude are derived from theories and previous researches. Based on the descriptive analysis of 102 responded 
questionnaires from employees who are currently working in five Islamic retail banks in Bahrain, the study concluded that 56% of 
respondents are aware as well as have a positive attitude towards Islamic banking products and services. It also found that there 
are statistically significant differences in the awareness and attitudes towards Islamic banks’ products and services when they are 
grouped according to gender and education level while age and income both have insignificant differences. The findings invariably 
convey the standard of employees’ awareness and attitude towards the Islamic banking products and services in Bahrain. This 
information will be useful for further evaluating and benchmarking the competitiveness of employees in Islamic Banking and 
Financial Institutions. 
© 2015 The Authors. Published by Elsevier B.V. 
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Introduction 
Understanding the assessment and evaluation of Islamic banking products is vitally crucial to the Islamic Banks’ 
employees. The employees must be the first who are fully aware of the goodness of the products and have highly 
positive attitude to ensure those products are acceptable by the customers. This could be a significant contribution to 
the development  of Islamic banks in particular and other Islamic Financial Institutions as the employees know what 
they promote and sell to their customers.  
The employees of Islamic banks will be able to convince the customers by having full knowledge about the products 
and its benefits. As it is been conformed that all principles of Islamic Banking and Finance strictly adhered to Al-
© 2015 The Authors. Published by Elsevier B.V. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
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Qur’an* and Sunnah† should be acknowledged, comprehensively understood and practicable. This what really makes 
employees who are working in the Islamic-based Financial institutions are different. The possesion of knowledge and 
experience of the employees is used as the vital resources for the companies to continuously achieve better 
performance and growth thus their awareness and attitudes become the pivotal elements. 
Islamic banking industry is the fastest growing segment in the world banking system whereby its market share in 
total assets has risen from 2% in the late 1970s to 15% up to mid 1990s (Wilson, 2009). Since 1971, Islamic banks 
have grown even larger in size as well as in numbers. In the last twenty years, it experienced actual emergence of 
Islamic banking being feasible banking system. Admittedly, the leading vision of these banks continues to improve 
the social welfare and financial development through the delivery of financial products and services using the 
principles and teachings of Islam. To realize their own mission, it is essential for Islamic banks to continously study 
how to enhance behavior, attitude and awareness of their clientele mainly of retail segment which usually constitutes 
as the main aspect of banking business (Metawa & Almossawi, 1998).  
Eventually, previous studies have only demonstrated and investigated the level of awareness, attitudes and 
understanding of conventional banking customers. There have been insufficient studies done in assessing the level of 
employees’ awareness and attitudes among Islamic banks, thus the study aims to analyze the aforementioned gap.  
Literature Review 
Islamic Banks in Bahrain 
Essentially, Bahrain is the most developed country in term of Islamic finance structure within the Gulf Cooperation 
Council (GCC) countries. This country truly promotes and positions itself as a global hub for Islamic finance. To 
achieve this unique objective, the Central Bank of Bahrain (CBB), through its comprehensive regulatory platform, 
opens up its gateway towards local and international Islamic financial institutions to operate within the country 
(Wilson, 2009). 
Bahrain's banking sector has remained as a cornerstone for the country’s economic development. The entire banking 
sector represents more than 85% of overall financial assets. In addition, the dual banking system of Bahrain comprises 
both of conventional and Islamic-based banks. The conventional banking sector consists of retails, specialized, 
wholesale and consultant offices of international banks. Additionally, the Islamic sector includes retail and wholesale 
banks that provide a variety of Shariah (Islamic Law) compliant products and services. The numerous Islamic financial 
institutions in the country demonstrated as the leading Islamic financial center in the region. In the year 2011, the 
Islamic banks’ share is around 12% of Bahrain's banking sector (Wilson, 2009). 
Many experts and authorities of Islamic banks have even stated that Islamic banks are generally not really or less 
impacted by the global financial crisis compared to conventional counterparts as a result of salient features and 
characteristics of Islamic banking where all financial transactions must be trade-based, asset-backed and equity-based 
financing. 
The Islamic Financial Products of Islamic Banks in Bahrain 
Islamic banks in Bahrain present a large amount of product offerings and services. According to CBB statistical 
bulletin report in December 2013, Murabaha accounts amounted US$3.9 billion represented 49% of Restricted and 
UnRestricted accounts (RUR) for Islamic banks, generally this type of financing is proven to be extremely financially-
rewarding yet significantly less risky, followed with Ijara (lease) that has US$1.0 billion accounts represented 13% of 
 
 
* It is primary source of divine law in Islam and Muslims’ Holy book  
† Other source of legal rulings in Islam from which all that is narrated from the prophet Muhammad, his acts, his sayings, his physical attributes 
and character 
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the RUR. The unconsolidated subsidiaries and associates presented as the largest share in the RUR, as it amounted to 
US$3 billion of the total RUR. Mudaraba and Musharaka contracts indicated a share of 0.6% and 0.1%, 
correspondingly. A creative fund sourcing and mobilizing components of the Islamic banks showed in its profit-loss 
(risk-sharing) model that mostly depending on Mudarabah (profit sharing) and Musharakah (partnership) as Islamic 
nominated contracts. These clearly show that Islamic banks aim to introduce financial products offerings in line with 
the Shariah law. This explanation and analysis had been prepared by Dar and Presley (2000) and Chong and Liu 
(2007). Additionally, it is worth-noted that the total banks assets in Bahrain had reached at US$ 191.2 billion by the 
end of 2013. The proportion of Islamic banking institutions in the banking assets was US$23.3 billion, which 
represents 8.2 percent of the total banking assets. 
The Awareness of Islamic Banking Concept 
Awareness of the Islamic banking products and services refers to the understanding and acknowledgement of the 
existing tradable items, the content of products/services as well as the functions. The knowledge of these are acquired 
by having in touch with the products and services directly or hearing from other sources on it. Beside the growing 
development of Islamic banking in all over the worlds particularly in Bahrain,  the awareness employees who work at 
those banks are not rigorously evaluated and assessed. 
A study conducted by Ramdhony (2013) in Mauritius on the customers’ awareness of Islamic banking terminology 
and their views of Islamic banking products. It found that 82% of respondents have awareness while 14% are not 
aware of Islamic banking products. This study also highlighted a significant relationship between public awareness 
and religion. The more pious people, the greater chance of getting familiar with the Islamic banking products. 
Technically, those respondents have ranked their understanding on Islamic banking products/terms as follows; (i) Riba 
(27.2%); Shariah (33.6%); Mudharabah (19.8%); Musharakah (19.8%); Sukuk (16.4%); Takaful (28.4%); Murabaha 
(18.1%) and Ijarah (22.8%). Moreover, 66% of the respondents mentioned that the religious beliefs only motivate 
people to deal with Islamic banks. It also found that majority of respondents by 84% opined exclusively and had better 
impression on Islamic bank’s return. While on the investment choice, 50% of the respondents unexpectedly 
acknowledged to deposit large amount of money in Islamic banks.  
Another study by Omer (1992) of 300 Muslims in the United Kingdom about their patronage aspects and awareness 
of Islamic financing methods. It found that the Shariah-compliant products appeared to be effectively accessible 
through Islamic finance “windows” of conventional banks. It also revealed that the lack of education become a main 
reason among Muslims in the United Kingdom to understand the Islamic finance concepts. That is certainly consistent 
with other findings and literatures that Muslims living in Non-Muslim country develop a significant awareness and 
knowledge of Islamic banking as compared to immigrant Muslims. Although many Muslims in United Kingdom 
seemed to understand the Islamic financing, the religious commitment remains as the paramount element of 
patronizing the Islamic banking services.  
Akhtar and Akhter (2011) conducted a survey on employees in Islamic banks’ in India and found various 
understanding level of awareness of the Islamic banking products. While, Okumus (2005) found that the customer‘s 
awareness of Islamic banking products in Pakistan and Turkey are perfectly astonishing in some of the products such 
as current and time deposit accounts. However, a number of the Islamic financial products such as Murabaha and 
Ijara, are often not aware among the customers. While Awan (2011) ascertained the customer awareness of the Islamic 
banking products and services through its accessibility and customer satisfaction is high either at the fully-fledged 
Islamic banks or dual-window banks operating in Pakistan. Another findings revealed that the customers are less focus 
to religious belief in banks’ selection process. Eventually, the products’ concepts and excellence of services are the 
less significant factors in selecting Islamic banks. 
In Malaysia, Nordin (2001) studied the awareness of Islamic banking system among 45 business enterprises and 
customers. It found a lower rate of using Islamic banking products and understanding of Islamic financial system 
particularly concerning the aspect of profit-sharing concept. All participants began utilizing Islamic banking services 
in less than 5 years ago, despite the fact of its emergence over 15 years.  
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A study of understanding Islamic banking products among the customers and employees of the Islamic banks in 
Malaysia by Norafifah (2000) found that the respondents were not interested in having banking transactions in Islamic 
banks because they believed that only the name of the banks had been changed to reflect that it was an Islamic-based 
bank whereby the interest, which is prohibited in Islam, was still practiced. Overall, the researchers determined that 
customers and employees understanding the concepts and practices of Islamic banking are still vague. The authors 
recommended that to prevent any misunderstanding this concept, adequate training must be given to the employees. 
While, Rammal (2007) posited that some participants who had believed in a Halal‡ banking product cannot be found 
even not aware of the profit and loss sharing concept. This reveals that they do not acknowledge a fair and better 
concept which brings reasonable profits. 
The Attitudes Towards Islamic Banking Concept 
Allport (1935) defined an attitude as a mental or neural state of readiness, organized through experience, exerting 
a directive or dynamic influence on the individual’s response to all objects and situations to which it is related. In a 
simple definition of attitude is a mindset to act in a particular manner due to both an individual’s experience and 
knowledge.  
In Bahrain, Metawa and Almossawi (1998) determined that the paramount aspect in identifying the attitudes of 
Islamic banks’ clients was religious beliefs than profitability. Additionally, the majority of Bahraini bank consumers 
were pleased with the standard of Islamic bank services, especially the investment accounts. They found that the 
essential aspect appeared to be incentive expanded by the banks, accompanied by influence of best friends and family, 
and location. Their research also pointed out that socio-demographic elements including age category, income level 
and learning level were considered as the important factors on concepts’ selections. While, the findings on discovering 
religious belief as the most significant reason contradict with the analysis conducted by Haron (2002). 
There were studies which examined the customers and employees’ attitudes towards Islamic banking products, 
among others are Lee (2009); Jalaluddin (1999); Abdullah and Abdul Rahman (2007); Gait (2008). Lee (2009) 
concluded that the main factor attracting Muslims attitudes towards Islamic Banking is the religious belief, followed 
by goodness of products and services. Meanwhile, Jalaluddin (1999) examined the attitudes of 385 business enterprise 
firms towards the profit-loss sharing approach of finance in Australia. It found that the intention as a result of having 
an interest towards profit-loss sharing method is derived based on business support, a higher level of risk sharing 
between financiers and financees, risk default of the traditional system as well as interest rates, the profitability 
linkages and desired rate of return.  
The literature on attitudes, perceptions and knowledge of Islamic financial products and services in comparison 
with those conventional banks empirically had been analyzed extensively by Gaith (2008). Based on their review of 
the relevant literature, they found that religious conviction was a key factor in the use of Islamic products and services. 
The consumers also identified that bank reputation, service quality and pricing as being relevance to this matter.  
Moreover, they determined the predisposition to Islamic finance methods as subsumed to a complete characteristic of 
choosing conventional bank. However, in their survey in 2009 on 296 Libyan business firms on attitudes towards 
Islamic finance indicated that 72.3% of the Libyan business firms are interested to employ Islamic finance. The 
inspiring factors for business firms to essentially use the Islamic finance are religious beliefs, after that productivity, 
business support as well as services. 
Meanwhile, Abdullah and Abdul Rahman (2007) who did a study on Muslim businessmen in Malaysia discover 
that 80% of the respondents conformed that an intention to use Islamic financing is a consequence of religious beliefs 
commitment aligned with Shariah-based approach. Other essential elements appeared are the capital guarantee and 
revenue. While, 58% of the users of Islamic financing are encouraged to use Islamic financing due to the awareness 
that Islamic finance brings proper rights to people and more profitable as compared to conventional financing. 
 
 
‡ Permissible in Islam 
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However, according the non-customers of Islamic financing, they believed that Islamic finance and conventional 
products are usually have no significant difference, while Islamic financing is considered more expensive than 
conventional financing. 
Hypotheses of the Study 
H1 : There is a significant difference of gender towards the awareness and attitudes towards Islamic Banking 
products and services. 
H2 : There is a significant difference of age towards the awareness and attitudes towards  Islamic Banks products 
and services.   
H3 : There is a significant difference of education level towards the awareness and attitudes towards Islamic 
Banking products and services 
H4 : There is a significant difference of income towards the awareness and attitudes towards Islamic Banking 
products and services. 
 
Methodology 
Research Design 
This study uses a quantitative method to identify trends or discover explanations for relationships among variables 
(Creswell, 2002). Both descriptive and inferential analysis are adopted to assess the demographic and independent 
variables. The instruments designed in nominal and interval scale where the average of respective three and five 
responses are calculated. Internal consistency of the scales is tested by using the Cronbach’s alpha coefficient 
(Cronbach, 1951). To test the effect of demographic variables, the Pearson correlation coefficients is used to indicate 
normality and linearity (Bryman & Cramer, 2001) and while a series of two-tailed independent group t-tests and one-
way between groups ANOVA are conducted.  
Sample Frame  
A disproportionate stratified random sampling is used in this study. The respondents are the employees from five 
Islamic retail banks in Bahrain. A total of 150 questionnaires are distributed through an electronic survey system, 
however, 102 respondents are well-responded. The chosen banks were selected based on their tenure of operations in 
the country, size, local presence and international network exposure.  
 
Findings and Discussion 
Descriptive Analysis 
Frequency of Demographic Profile 
The demographic profile consists of age, religion, education level, occupation and monthly income level etc. Out 
of 102 respondents, there are 47 male and 55 females whereby 37 (36.3%) of them are in range between 20 to 30 years 
old, while 7 (6.9%) of the respondents are in age of 60 and above. For the education level, 22 and 32 of the respondents 
are having diploma and under graduate degree respectively. The bachelor degree has the highest frequency by 48 
(46.8%) the respondents. While for the occupation, the respondents who are working in business/financial and 
accounting fields have the most frequency by 24 (10.7%) and 25 (8.9%) respectively. 58 (50.7%) of the respondents 
earned their monthly income level between BD 1001-2500. This because most of them are in the middle level of carrier 
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and age. While, 16 (26.8%) respondents received less than BD 1000 monthly income, and 28 (18.9%) respondents 
received above BD 2001. Majority of the respondents have long relationships with Islamic banking system which is 
40.2% for 6 to 15 years, while 28.4% prefer to deal with credit card as the main selection of Islamic bank’s system. 
Results of Awareness and Attitudes 
As found in descriptive data analysis, it shows the responses of 102 respondents on the awareness of Islamic 
banking products and services in Bahrain. Below are the highlighted responses: 
1. 67.65% of the respondents agree that Islamic banking products are based on mutually benefit- contract. 
2. 54.90% of the respondents agree that Islamic banking products are well known locally and globally. 
3. 56.86%  of the respondents agree to switch from conventional banks to Islamic banks  
4. 49.02% of the respondents agree that Islamic banks operate according to Shariah law.  
5. 58.82% of the respondents agree that Islamic banking products are mainly offered to Muslims.  
6. 51.96% of the respondents agree that the Islamic banking products are based on risk-sharing model  
7. 45.10% of the respondents agree that the Islamic Bank advertisements are not misleading  
8. 47.06% of the respondents agree that Islamic banking products available in Bahrain are not similar to 
conventional banks products 
9. 78.43% of the respondents agree that Islamic banking products backed with assets has positive impact on the 
financial systems 
10. 56.86% of the respondents agree that the Islamic banking products are available for non-Muslims 
11. 51.96% of the respondents agree that the Islamic banking products prohibit exploitative interest 
12. 55.88% of the respondents agree that the contracting parties predetermine profit-sharing ratio 
13. 50.98% of the respondents agree that returns are based on gift and profit-sharing basis 
14. 59.80% of the respondents agree that Islamic banking products prohibit major uncertainties  
15. 60.78% of the respondents agree that the Islamic Banks invests only in Halal business 
Furthermore, it shows the responses of 102 respondents on the attitudes towards Islamic banking product and 
services in Bahrain. Below are the highlighted responses: 
1. 81.37% of the respondents agree that financing based on profit-loss sharing is beneficial 
2. 52.94% of the respondents agree that financial-related matters and religion is inseparable 
3. 59.80% of the respondents agree that the Islamic Banking provides better solution to contemporary financial 
problems 
4. 56.86% of the respondents agree that the Islamic banking is at par with the principles of modern finance 
5. 51.96% of the respondents agree that the investments are secured in Islamic Banks 
6. 52.94% of the respondents agree that the Islamic bank’s goal is not only to maximize shareholders’ wealth 
but also enhance standard of living and welfare of society 
7. 54.90% of the respondents agree that people become more ethical when they associate with Islamic Banks 
8. 37.25% of the respondents agree that Islamic banks deal more fairness with customers than conventional 
banks 
9. 44.12% of the respondents agree that the information on certain Islamic banking products is sufficient and 
easily understood 
10. 54.90% of the respondents agree that the Islamic banks offer product which attract customers more than 
conventional banks 
11. 55.88% of the respondents agree that the benefit of Islamic banking products are inevitable 
12. 48.04% of the respondents agree that the Islamic banking products are uniquely featured 
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The Summary of Average Weighted Mean 
Gender. The average weighted means obtained from the respondents’ awareness and attitudes towards Islamic 
banking products when grouped according to gender range are; Male (3.30) and Female (3.44) where both have a 
verbal interpretation of “neutral”.  
Age. The average weighted means obtained from the respondents’ awareness and attitudes towards Islamic banking 
products when grouped according to age range are; 20-30 years (3.37); 31 – 40 years (3.26); 41 – 50 years (3.42); and 
51 – 60 years (3.26) where all of them have a verbal interpretation of “neutral”. This finding indicates that respondents 
whose age ranges in between 20-30 years are more aware of Islamic banking products than other age groups. One 
possible explanation is due to their exposure to towards Islamic banking products in their universities or training 
institute. 
Education. The average weighted mean received by all items of the respondents with diploma degree is 3.34; 
undergraduate degree is 3.46; and graduate degree is 3.34 with all of them have a verbal interpretation of “neutral”. 
This result indicates that respondents with undergraduate degree are more aware than other groups and highly positive 
attitudes towards Islamic banking products. One of the possible explanations is due to the introduction of Islamic 
banking products courses in under graduate programs.  
Income. The average weighted mean received with an income from BD§3000 and above is 2.49 with a verbal 
interpretation of “disagree”, while the remaining income range of BD less 500 (3.53); BD 501 – 1000 (3.51); BD 1001 
– 1500 (3.41); BD 1501 – 2000 (3.49); BD 2001 – 2500 (3.27); and BD 2501 – 3000 (3.32) have a verbal interpretation 
of “neutral”. The results indicate that those respondents with income BD 1501 - 2000 are more aware of Islamic 
banking products than others. This might be due to the fact that as middle income level has the intention to participate 
in Islamic banking scheme. 
Instruments’ Scales Reliability and Validity  
The reliability concerns with the robustness of the questionnaires and whether it will produce consistent findings at 
different times and under different conditions. This reliability test is assessed by the Cronbach‘s Alpha values. As 
depicted in Table 1, the internal reliability test for the two constucts are higher than 0.70, hence the results are reliable. 
Meanwhile, Pearson correlation coefficients is indicating normality and linearity (Bryman and Cramer, 2001). 
Pearson's r ranges from -1.0 to 1.0 measure the strength of linear relationship. As depicted in Table 2, it shows that 
the awareness and attitude towards Islamic banks’ product and services have a positive correlation of 0.477 which 
indicate the variables are significantly correlated with another variable.  
 
Table 1. Internal Reliability Test 
Construct No. of Items Cronbach‘s Alpha 
Awareness of Islamic Banks’ Product And Services 15 0.799 
Attitude towards Islamic Banks’ Products and Services  12 0.811 
 
Table 2. Pearson Correlation 
  
Awareness of Islamic 
Banks’ Product and 
Services 
Attitude towards 
Islamic Banks’ Products 
and Services 
 
 
§ Bahrain Dinnars 
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Awareness on Islamic Banks’ 
Products and Services 
Pearson 
Correlation 1 .477
** 
Attitude on Islamic Banks’ 
Products and Services 
Pearson 
Correlation .477
** 1 
**. Correlation is significant at the 0.01 level (2-tailed). 
Inferential Analysis 
The inferential analysis of this study consists of t-test and Kruskal-Wallis test - ANOVA. An independent-samples 
t-test will tell you whether there is a statistically significant difference in the mean scores for the two groups, while  
One-way ANOVA tells whether there are significant differences in the mean scores on the dependent variable across 
the three groups. 
T-Test 
Table 3. T-Test 
Group Statistics 
 Gender N Mean Std. Deviation Std. Error Mean 
Score Male 47 106.7660 15.74969 2.29733 
Female 55 110.0909 11.21387 1.51208 
 
Table 4. Independent Samples Test 
 
Levene's Test for 
Equality of 
Variances 
t-test for Equality of Means 
Sig. Sig. (2-tailed) 
Mean 
Difference 
Std. Error 
Difference 
95% Confidence Interval of 
the Difference 
Lower Upper 
Equal variances 
assumed .021 .218 -3.32495 2.67989 -8.64178 1.99188 
Equal variances 
not assumed  .230 -3.32495 2.75029 -8.79669 2.14679 
 
Based on the T Test results shown in Table 4, it was found that the female respondents have better awareness and 
attitudes towards Islamic Banks’ products and services than male respondents yet the differences are statistically 
significant since the p-value is below 5%. Thus, the H1 is accepted. 
 
Kruskal-Wallis Test – One Way Analysis of Variance 
A Kruskal-Wallis test was used to determine whether or not significant differences exist in the average weighted 
means obtained by the responses of the respondents when grouped according to age, education level, and income.  
 
    Table 5. Kruskal-Wallis Test 
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 AGE N Mean Rank 
Scores 20-30 yrs 37 60.05 
31-40 yrs 33 43.44 
41-50 yrs 25 53.78 
51-60 yrs 7 36.14 
Total 102   
 
 
 
 
 
 
 
 
 
 
 
Based on the results shown in Table 5, it was found that when the respondents are grouped based on their age, the 
respondents from 20 to 30 years old have better awareness and attitudes towards Islamic Banking Products, followed 
by the respondents from 41 to 50 years, then the respondents from 31 to 40 years old and the respondents from 51 to 
60 years old have the lowest awareness and attitudes towards Islamic banking products and services but the differences 
are not statistically significant since the p-value is above 5%. Thus, the H2 is rejected. 
 
   Table 6. Kruskal-Wallis Test 
 Education N Mean Rank 
Score Diploma 22 46.98 
Undergraduate Degree 32 56.78 
Graduate Degree 48 50.05 
Total 102    
 
 
 
 
 
 
 
 
 
 
Based on the test results shown in Table 6, it was found that when the respondents are grouped based on their 
educational background, the respondents with undergraduate have better awareness and attitudes towards Islamic 
Banking Products, followed by the respondents with graduate degree, then the respondents with diploma degree have 
the lowest awareness and attitudes towards Islamic Banks’ products and services and the differences are statistically 
significant since the p-value is below 5%, thus, the H3 is accepted. It also indicates that education plays significant 
role in influencing the awareness.  
Test Statistics a,b 
 Scores 
Chi-Square 7.586 
Df 3 
Asymp. Sig. .081 
a. Kruskal Wallis Test  
 b. Grouping Variable: AGE 
Test Statistics a,b 
 Score 
Chi-Square 1.651 
Df 2 
Asymp. Sig. .043 
a. Kruskal Wallis Test 
b. Grouping Variable: Education 
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Table 7. Kruskal-Wallis Test 
 INCOME N Mean Rank 
Score <=500 BHD 5 67.30 
501-1000 BHD 11 50.27 
1001- 1500 BHD 20 53.53 
1501 – 2000 BHD 17 58.44 
2001 - 2500 BHD 21 49.69 
2501 – 3000 BHD 13 46.23 
> 3000 BHD 15 43.67 
Total 102  
 
 
 
 
 
 
 
 
 
 
Based on the test results shown in Table 7, it was found that when the respondents are grouped based on their 
income earned, the respondents with an income from BD 500 and below have better awareness and attitudes towards 
Islamic Banks’ products and services, followed by the respondents with an income from BD1501 to BD2000, then the 
respondents with an income from BD1001 to BD1500, then the respondents with an income from BD501 to BD1000, 
then the respondents with an income from BD2001 to BD2500, then the respondents with an income from BD2501 to 
BD3000 and the respondents with an income from BD3000 and above have the lowest awareness and attitudes towards 
Islamic Banks’ products and services and the differences are not statistically significant since the p-value is above 5%. 
Thus, the H4 is rejected 
CONCLUSION  
Employees’ awareness of Islamic Banking products and services shows that most of the respondents believe that 
Islamic banks’ products and services are unique and have a sense of dealing with others. In addition, they believe that 
Islamic banking laws are derived from the Holy Quran and Sunnah. This concludes that more than 56% of respondents 
are aware of the the Islamic banks products. Meanwhile, majority of the respondents have positive attitudes towards 
Islamic banking products and services. Statistically, it is also found that there are significant differences to gender and 
education level against the awareness and attitudes towards Islamic banking products and services while age and 
income both have insignificant differences. 
The findings of the research convey the standard of employees’ awareness and attitude towards the Islamic banking 
products and services in Bahrain. This information will be useful for evaluation and benchmarking the competitiveness 
of employees. Some strategies may be considered to increase and promote awareness by holding the workshops related 
to marketing strategies on the products offered by the Islamic banks. The banking institutions also would find some 
ways to educate their employees about the Islamic terms and conditions throughly.  
Meanwhile, this study consists few limitations such as; (i) skewness of population that limit to the employees of 
the selected banks, thus the final result may not represent the population in this sector; (ii) various backgrounds of 
respondents may result in variety of people’s awareness who are working in other career fields because level of 
Test Statistics a,b 
 Score 
Chi-Square 4.021 
Df 6 
Asymp. Sig. .674 
a. Kruskal Wallis Test 
b. Grouping Variable: INCOME 
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awareness will have significant relationship with their occupation and income level. The forthcoming researchers 
could perhaps add other variables of assessing the awareness and attitudes of employees, while covering many numbers 
of banks as the sample of the study should be taken into account.  
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